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In the spring of 1991, a group of optometry students and their 
adviser set out on a mighty adventure: to give free eye exams to 
underserved communi ties in distant Mexico. This project was 
sponsored by the AHIGOS club at Pacific University College of 
Optometry, a group of volunteer optometry students dedicated to 
providing free vision care to those who had no other access to this 
form of care. Thousands of used glasses were collected, carefully 
sorted into boxes, and finally packed into the back of an old 
Suburban, all in hopes of establishing vision clinics in remote 
Mexican villages. There was nothing inherently unique about this 
trip. AMIGOS participants had made many trips like this for almost 
fifteen years, and similar groups from other optometry schools had 
done the same. This trip was like many others, except that this 
was my first experience as a volunteer optometry student. 
Overwhelmed by the knowledge I was gaining as an optometry student, 
and the tremendous impact our care had on our patients, I became 
inspired by the principals of this small, obscure group and vowed 
to continue the AMIGOS tradition by becoming its next student 
leader. Little did I realize what I was getting myself into. What 
I expected to be just one more extra-curricular project ... became a 
consuming two year passion. 
My experiences with the AHIGOS volunteer clinics were so 
compelling, and the rewards so ful f i 11 ing, that I wan ted this 
experience to be possible for other optometry students as well. 
Traditionally, AMIGOS participation had been limited to a handful 
of participants, and only those who could afford the travel 
expenses, or were willing to work extremely hard to raise money 
were able to go. I thought it sad that an organization with such 
noble goals and so much potential for good would find itself 
limited not by desire or clinical resources, but by money. 
We could organize a team of students, collect a library of glasses, 
but how could we get them to where they are needed? It takes money 
to travel, and not everyone can afford the expense. Fewer students 
yet, could take the time away from their studies to raise the money 
necessary to make a trip. I quickly realized that the reality of 
volunteering hinged on that one important factor -- raising money. 
Reluctantly, but in the spirit of volunteerism, I set forth to 
raise money. It became my priority, and soon the priority of my 
fellow AMIGOS volunteers. A priority that required great personal 
sacrifice; a sacrifice of time and money -- my time, away from 
family and friends, away from school, and away from other personal 
projects and my money, to cover the expenses of countless 
telephone bills, travel expenses, and other necessary investments. 
In an attempt to raise money, the AHIGOS group soon realized how 
little we actually knew about accomplishing our goal. We spent 
most of our initial efforts "swimming in sand", working hard but 
raising little. We were constantly "reinventing the wheel", 
knowing that most of our efforts had been previously pursued years 
before. If only we had writ ten accounts of the work done by 
previous groups, then we could learn from their endeavors and build 
on the knowledge they gained. Because of the importance of keeping 
written records, I knew that when my time in AMIGOS was finished, 
it would be my responsibility to document our efforts for the 
benefit of future groups. 
This thesis is in part a result of those insights. I had hoped to 
explore in detail the strategies that could be used to raise money 
for a volunteer optometry group, but the constraints of time have 
limited me to overview basic fundraising strategies and tactics. 
I have gone into greater depth in those aspects of fundraising with 
which I was personally involved, such as speaking presentations and 
direct mail appeals. Each component of fundraising can easily be 
developed into its own thesis, and perhaps, in the future, they 
will be, because a fundraiser's work is never done, and there are 
always new avenues to explore. 
"Effective Fundraising Strategies" 
much larger project: the AMIGOS 
intending to outline the essential 
volunteer optometry group. 
is intended to be one part of a 
Student Handbook, a project 
components needed in running a 
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INTRODUCTION 
Fundraising is an essential component of any nonprofit, volunteer 
organization. The noblest of intentions mean little if we are 
unable to accomplish our goals, and it is unfortunate when a 
properly planned project fails due to a lack of funding. It is an 
economic reality that it takes money to support the transportation 
and housing expenses for a volunteer health care mission, and it is 
a common obstacle that must be breached for volunteer optometry 
students. 
For a volunteer student organization such as AMIGOS, the number of 
participants in its foreign clinics is often directly proportional 
to those able to afford the traveling expenses. Most optometry 
students don't have the personal resources necessary for this 
expense, so a volunteer optometry group must subsidize its projects 
to be available for most students. While professional students 
tend to be very talented and driven, few have the natural savvy 
needed to fundraise for such a project, and fewer still have the 
time available to learn on their own. 
Fundraising has emerged as an important skill used to support many 
large scale volunteer efforts throughout the United States. It is 
a phenomenon unique to America, where philanthropy is such a major 
part of our nation's way of life. Nonprofit fundraising is so 
integral to our society, that it has become an "immense, 
diversified, sophisticated and 'bullish' business," where 
successful campaigns now rely on careful! y 1 earned and tested 
procedures and employ "sound organizational management, sales, and 
marketing principles" ( Edl es XI, 1993). Kim Kl ien, author of 
Fundraising for Social Change, also encourages us to approach 
nonprofit fundraising as a business (Klien 10, 1988): 
Your organization is a business--a tax exempt corporation. As a 
business, the services you provide and the work that you do are like 
products for sale. Your prospective donors are like customers. 
Your organization has something they need. 
Fundraising is a business, and in no way should we identify its 
work with begging. It is one of the best things that can be done 
to promote the goals of a nonprofit organization and should be 
given great respect. Countless individuals and organizations are 
always looking for worthy causes that they can donate money to, and 
students who serve the visual needs of the poor offer a very worthy 
cause. If your primary responsibility is to raise money for the 
sake of a vision care project that will serve the visual needs of 
thousands of needy individuals, then you need to set priorities 
around that goal. Spend time researching the tactics and 
philosophy behind fundraising, and you can expect greater results 
in the future. 
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Fundraising is a skill that can be easily learned, and its basic 
principles are simple common sense. In its simplest form, 
fundraising is a numbers game: "If you can get the word out in as 
many ways and to as many people as you can, inevitably you will get 
money back" (Kl ien 185). In this business, "Time is not money" 
(Edles 34), and it is foolish to think that wishful thinking and a 
bright smile will bring in needed money--though they do help. And 
last of all, fundraising requires money to make money, and the more 
knowledgeable and efficient we are, the more effectively we will 
use our resources. Success comes from adhering to a proven format 
and following logical tactics that have stood the test of time. 
The purpose of this paper is to put down in writing many of the 
ideas and procedures that may have been used by a student 
optometric group to help fund its volunteer clinics. Many of the 
theories and tactics presented here have not yet been put into 
practice by the AMIGOS student optometric organization at Pacific 
University College of Optometry, and in fact, were recently 
"discovered" whi 1 e researching this project. Others have been used 
regularly, both by the current AMIGOS group, and those who came 
before. It is the intent of this paper to record the best ideas in 
fundraising in the hope that the AMIGOS legacy will live on. 
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The Magnitude of Pund Raising in America 
Philanthropy, or giving for the sake of giving, is a significant 
part of American life, and nonprofit organizations comprise a huge 
part of our market place. According to Independent Sector, in 1986 
a grand total of 744,000 organizations were involved in conducting 
some form of fundraising campaign (Edles 3}. 294,000 of these were 
of religious affiliation. In 1992, Giving USA, a yearly 
publication of the American Association of Fundraising Counsel 
(AAFRC} Trust for Philanthropy, reported that "Americans donated a 
record breaking $124.77 billion to charitable organizations, an 
increase of 6. 21% over the previous year" ( Edl es 3) . This is a 
tremendous amount, especially during a time of economic hardship. 
The following table shows the significance in giving trends over 
the last thirty years: 
Year Total Giving 
1961 $ 11.56 Billion 
1971 23.46 Billion 
1981 55.58 Billion 
1991 124.77 billion 
Fundraising is always appropriate--donations have been on a 
rise regardless of the economic climate. There are 
opportunities to fund worthwhile projects like volunteer 
care if a group is willing to search for them. 
steady 
always 
vision 
Giving USA also shows which type of organizations benefitted from 
these donations (Edles 4): 
Billions 
67.59 
13.28 
10.61 
9.68 
8.81 
4.93 
4.74 
2.59 
2.54 
54.2 
10.6 
8.5 
7.8 
7.1 
4.0 
3.8 
2.19 
2.0 
Organizations 
Religious 
Education 
Human Services 
Health 
Arts, Culture, Humanities 
Public/Society Benefit 
Undesignated 
International Affairs 
Environmental/Wild Life 
The largest proportion of all donated dollars goes to religious 
organizations, with education a distant second, followed by health 
and human services. Ranking organizations by their gift donations 
shows the value of promoting both the health care aspects of a 
volunteer optometry group, and its educational merit. According to 
Edles, an experienced fundraiser and author of Fundraising, 
religious groups, because of large memberships and intense donor 
loyalty, always lead the way. Klien believes they also offer the 
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most aggressive, easy, and variable giving plans (Klien 14). 
Most private sector, or non-governmental, cash donations come from 
four sources: individuals, bequests, foundations, and corporations. 
The 1992 AAFRC listings offers important insights into who donates 
the most money (Edles 3,4): 
Donating Source 
Individuals 
Bequests 
Foundations 
Corporations 
% Contribution 
82.7 
6.2 
6.2 
4.9 
Individuals provide the lion's share! They contribute over 80% of 
the total nonprofit income. Foundations and corporations--often 
seen as the "big funders" account for much 1 ess than one might 
initially expect. (Grant Seekers, iii, 1992). 
NOTE: Bequests are prearranged gifts left by will to a special 
charity. 
Since contributions by individuals represent the greatest donating 
group, 90% of an organization's fundraising goal should be 
orchestrated around soliciting individual donors! The growth of 
individual donations to an organization is critical to the growth 
and self sufficiency of that organization (Klien 14). A student 
optometric organization has an immense opportunity in this respect, 
for it has a concerted profession that may be enlisted behind its 
cause. 
The fundamental work of most nonprofit organizations is to help 
improve the quality of life in a way that they felt best. To 
succeed in that task, they must present their cause in an 
attractive way that will motivate others to either donate goods, 
money, or to help by becoming volunteers themselves. Edles states 
( 6) : 
The way most organization campaigners get significant donations is 
to offer a worthwhile project for funding, find prospective donors 
who might be persuaded to support the project, and enlist highly 
motivated volunteer solicitors to present the product. 
Optometry students are the future of their profession. If they 
can, as a group, sufficiently support a common cause, they can 
quite possibly draw the attention of all those related to vision 
care. Individual optometrists, opticians--yes, even 
ophthalmologists--can be persuaded to rally behind a common goal. 
Optical companies, contact lens laboratories, and pharmaceutical 
manufacturers can also become involved. The sky's-the-limit when 
fundraising for such a noble cause as vision care. 
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A volunteer organization dedicated to promoting a better lifestyle 
for others will never have its goal completely reached: sometime 
and somewhere there wi 11 always be someone in need. It is 
therefore extremely important to promote future generations of 
volunteers and encourage continual donor support. This is the only 
way that we can ensure that future generations of optometry groups 
can continue their projects into the future. 
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PRINCIPALS OF EFFECTIVE FUKDRAISIKG 
Before discussing the various tactics one may use in funding a 
nonprofit optometry organization, I would like to explore the 
phi 1 osophical foundations underlying this field. General 
principals are common to most forms of fundraising, and once 
properly undertood, they can be applied to make your future money 
raising efforts more successful. 
Edles proposes that all successful fundraising strategies must 
have(S): 
1. Compelling organizational goals: Potential contributors 
must believe in and have a highly positive response to 
your group's cause. 
2. Easily perceived growth patterns: Most people are drawn 
by success and want to see a winning track record. 
3. Visible organization and leadership: It gives more 
security to support an organization that is well known. 
4. Highly skilled leadership: Your chief leader(s) must be 
competent, dynamic and committed. 
5. Specific campaign needs that must be attractive, people-
oriented, and have a sense of urgency. 
6. Measurable campaign results. 
We are encouraged to emulate each of these elements for all of our 
own campaign strategies to produce maximum results. 
Where Money is Raised 
No money wi 11 ever be raised unless "Someone asks someone for 
money" (Klien 10). Before planning a fundraising campaign, it is 
important to understand where nonprofit groups get their money. 
Edles proposes this formula for gift expectations (11): 
• 10% of the goal is received from a single gift. 
• 80-90% of the total goal is funded from approximately 10-20% 
of your total donor pool. 
In otherwords, the few fund the needs of many. Gift averaging 
doesn't work. We must account for the fact that most people cannot 
afford to donate large gifts. To reach our goals, we must 
therefore rely on sizeable donations called "major gifts" (Edles 
12). These contributions play a crucial role in achieving 
successful campaign results, despite the actual amount desired to 
be raised. Future fundraising efforts can then be directed to the 
few "rna jar gifts" prospects for greater effectiveness and time 
management. 
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Why Donors Give 
Ideally, donors respond because of a developed sense of 
responsibility in helping others less fortunate than themselves. 
But this is not always the case, and people may give for a variety 
of reasons that they may or may not be aware of. Klien offers 
three common reasons she believes people give (16): 
1. There is some 1 evel of exchange; i.e. , they receive 
something in return for their donation. 
Examples: a tangible item such as a newsletter, a tax 
write-off for their business. 
2. There is an altruistic motivation; i.e., people give 
because they care about the issue, they believe in what 
is represented by the group, etc. 
3. They give because the group expresses their own ideals 
and enables them to reinforce their self image or 
identity. 
Edles proposes 10 common reasons why people make donations (19): 
1. Because they are asked. 
2. They see a need to improve the quality of community 1 i fe. 
3. Belief in an organization's goals. 
4. They have an intense interest in a particular program. 
5. A person has a leadership role in the organization, and 
"giving is expected." 
6. For the sake of personal recognition. 
7. Peer pressure (Never underestimate the power of peer 
pressure!) 
8. Financial planning consideration, i.e., it offers them a 
tax deduction. 
9. It is "good business." 
10. Tradition, i.e., they have always given to this cause. 
These two authors point out that prospects often give for many 
reasons, and uncovering their underlying motive can become very 
valuable when approaching them for a gift. 
Cultivating Prospects 
The more actively involved people are 
more prone they are to become donors. 
in your organization, 
Edles states (18): 
"High-level emotional involvement and commitment to an organization 
amplifies a potential donor's willingness to give and directly 
influences the amount to be contributed." 
the 
Most prospects don't become committed donors overnight, 
usual! y coerced through a s 1 ow, ongoing process 
"cultivation." 
they are 
called 
7 
It may take months or years. A campaign may start and finish, but 
cultivation never ends (Edles 20). Cultivation raises awareness 
and draws a prospect to your cause through an educational process. 
Cultivation not only applies to individuals, but to groups, 
corporations, and foundations as well. Anyone who is a present 
donor or prospect should be actively cultivated to reach their full 
donor capability. Get to know your prospects personally so that 
you have an idea of their values, talents and weaknesses, and use 
this information to form positive relationships by promoting common 
interests. Once prospects are interested in any particular 
activity, give them an opportunity to do something important in 
your organization; i.e. , become a comrni t tee member, a board member, 
work on a project as an advisor, or help verify and collect 
eyeglasses. Continue to communicate to these prospects and always 
provide feedback. An efficient mail appeal system helps this 
process tremendously. Hopefully, the result of cultivation is to 
have potential prospects consider your organization or project a 
part of their lives, and actively contribute to its cause. 
NOTE: To be more cost effective, most time should be spent with your 
"major gifts" prospects. Cultivate people the way you would like to 
be cultivated. Be sincere, and always be yourself. 
Annual vs. Capital Campaigns 
In general, an organization's fundraising strategy can be broken 
into two campaigns (Edles 14): 
* Annual campaigns: 
* Capital campaigns: 
Ongoing, yearly appeals for general 
funding. 
Specific projects or goals, tending 
to be more tangible and exciting. 
Capital campaigns are different from annual appeals in that they 
set higher goals and ask for larger gifts. They are also often 
extended over a 3-5 year period, and rely on pledges instead of 
cash donations. These pledges are then paid over a prearranged 
period of time (Edles 15). 
A full seale campaign requires professional assistance, sever a 1 
committees, countless subcommittees, and an advisory board to 
provide continuity and 1 eadership. A student optometry group 
should enlist prominent optometrists, teachers, students, and 
community members who can offer their professional assistance. 
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EFFECTIVE FUNDRAISING STRATEGIES 
A fundraising strategy is like a chair -- the more legs 
it has for support, the greater its strength (FR, ii). 
Diversity of funding strategies and sources is the secret to 
financial stability. Unless funding comes from a permanent source, 
such as an Endowment Fund, relying on a few sources can be tragic 
if they are somehow lost. A broad range of funding sources 
promotes an optometry group's longevity, and creative fundraising 
keeps things interesting while allowing your prospects every 
opportunity to donate. 
There are countless ways a fundraising organization can solicit 
funds, ranging from a simple bake sale to waging a full seale 
capital campaign. In the following pages, I will try to describe 
as many tactics as possible that might be used by a nonprofit, 
student optometric group. Most of these wi 11 be covered in a 
"global" manner, since the amount of time and effort needed to 
fully develop each concept would be overwhelming. I have taken the 
liberty to develop into greatest detail the methods of fundraising 
that I have been most personally involved with, such as fundraising 
by mail. 
Before listing the various tactics one may use in funding an 
optometry group like the AMIGOS, I would like to call attention to 
some basic principles: 
• the most effective means of fundraising are those that 
approach the prospect most personally, such as a one-
to-one interview. 
• the least persuasive tactics are the least personal, 
i.e., mailing letters. 
• soliciting contributions for explicit reasons is far 
more appealing than requesting donations for general 
operating funds. 
• as the goals of fundraising increase, expenses 
decrease, since it takes almost the same effort. 
Edl es offers four effective methods of soliciting gifts, 
ranked from most effective to least (12): 
1. Approaching prospects individually 
2. Soliciting potential contributors as a group 
3. Calling prospects on the telephone 
4. Sending letters 
If at all possible, all major gift donors must be solicited 
personally, either as individuals or within a group. With this in 
mind, let us turn our attention to many fundraising tactics that 
9 
may be used to support a nonprofit optometry organization. 
Direct Mail Appeal 
Refer to the next section for a complete discussion of this topic. 
Newsletters/Brochures/News and Trade Articles 
These devices are the least persuasive fundraising items and should 
not be used directly for this purpose. They are, however, good 
marketing tools that add to a groups' image, and work well for 
educational supplements. By increasing the professional image of 
an organization, they can indirectly serve as fundraising tools. 
Product Sales 
There are many types of products that can be sold by volunteer 
optometry groups to raise money. Keep in mind, however, the amount 
of time involved in most of these endeavors, and the relative 
importance of these "small gift" categories. Professional students 
must always ration their time wisely, and should prioritize their 
fundraising schedule around "major gift" prospects first. But the 
following serve as excellent supplements for a well organized group 
looking for projects to keep their many volunteers busy, and also 
bring greater recognition of their cause within their community. 
Translation Guides 
Creating translation guides that are of value to particular groups 
can bring in a worthwhi 1 e profit. The initial costs and time 
expense in creating these guides is minimal compared to their 
future value, particularly if they are well marketed. These guides 
can be made for many different groups well beyond the scope of 
optometry, and can come in different shapes and sizes, and can be 
replicated in several different languages. The following table 
illustrates many of the possibilities: 
Groups Languages Shapes Sizes Colors 
Optometrists Spanish/English Square 8xll "full " Red page 
Dentists Russian/English Circular 3x5 "flash cards II Blue 
Travelers Mayan/Spanish Rectangular Green 
Shoppers 
As an example, Kevin Helmuth ('94) of Pacific University College of 
Optometry's AMIGOS' organization created a two-sided, 8xll full 
page, red and black translation guide. This guide translated the 
important optometric phrases into Spanish that would be necessary 
for a complete eye exam. As an added benefit, he included a tape 
recording, so practitioners could hear the correct pronunciation. 
This project was begun in part to better prepare student volunteers 
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for their work abroad, as well as to raise funds for the AMIGOS 
group. One local optometrist suggested we convert this translation 
guide into an easy to carry set of 3x5 cards for better use in 
mobile clinics. 
This concept can also be marketed to local professionals to help 
them converse with their non-English speaking patients. 
Furthermore, it can be modified for application to single 
techniques and procedures that a professional may want to dispense 
to their patients. 
Frame Resale 
A volunteer optometry group relies upon donated glasses from 
community members and social organizations like the Lions Clubs to 
fill their lens library used in foreign missions. Many of these 
frames are of much greater value to a group if they can be resold 
for a profit. These frames are those made of precious metals or 
those with an appealing fashion design. It is important to note 
that lenses should not be sold with these frames due to the 
potential risks of lens breakage, resulting in possible vision loss 
and ensueing litigation. 
All frames made of precious materials should be stored separately 
from the others, and divided into two divisions. The first would 
comprise those intended for resale and the second would be sold to 
a refining company for scrap value. This last category should be 
reserved for only unsalvageable glasses, since many antique frames 
have far greater value than simply their gold value. 
Study Guides/Class Notes 
From time to time, other optometry students put together academic 
projects to be used as either study guides or classnotes. If you 
can enlist their support, you can easily market their project to 
other student populations for profit. 
Announcing the goal of this project to other students will more 
likely result in a favorable response, since most professional 
students are prone to help a worthy cause from which they may 
someday benefit. 
Seasonal Gifts 
Each holiday is a perfect opportunity to raise a few more dollars 
toward your cause. Providing appropriate gift packages that would 
appeal to fellow students or community members can help raise money 
and morale during these seasonal times. Consider each of these 
occasions to be a fundraising opportunity: 
Holidays 
Christmas 
School Events 
Spring Break 
Government Holidays 
Presidents Day 
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Easter 
Hanukkah 
Thanksgiving 
Valentine's Day 
Halloween 
Final Exams Martin Luther King Birthday 
Midterm Exams Veteran's Day 
End of School Year 
Beginning of School 
Homecoming 
Check your calendar for each and every special occasion during the 
year for new fundraising opportunities. A creative imagination can 
do wonders for making simple occasions profitable for your group. 
Professional Equipment 
Putting together equipment that is not otherwise marketed for your 
profession is another good money making idea. An example would be 
selling Vision Training kits to optometry students that would 
contain numerous training devices not normally available. A V.T. 
kit could contain Brock strings, pursuit beads, 1 oose prisms, 
various fixation targets, retinoscopy "wands," and a host of other 
relevant materials. 
Calendars 
Put together a picture calendar of your group's activities to be 
"sold" to your supporters. This is an memorable way of offering a 
tangible benefit for a large donation. 
Bumper Stickers/Buttons/Flowers/Mugs 
OK--so they may not be worth a lot of money, but they can be used 
as another tangible benefit to entice your donors. They can also 
be added to your seasonal gifts to encourage student response. 
Embl a zen with your optometry group's 1 ago and you enhance your 
marketing scheme. 
T-Shirts 
Either sold separately or used as a benefit for large gift donors, 
T-shirts are great fundraising ideas. They can be used as gifts 
for your supporters to encourage future giving. T-shirts can be 
made in a variety of designs; your groups 1 ogo, an important 
opt omet ric message, or a team shirt representing a particular 
clinical project. 
Bake Sale/Coffee Sale 
A tried-and-true method of raising a few dollars. 
profit maker, but a great way to increase visibility 
students. To be effective it needs to be repeated 
basis, i.e., daily or weekly. 
Foreign Goods Resale 
Not a huge 
among fellow 
on a regular 
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A smugglers delight, my personal favorite! Plan a "business trip" 
with some good friends, then purchase such items as Mayan rugs, 
ponchos, Mexican blankets, assorted jewelry, or Indian pottery; and 
sell them back in the states for a profit. You probably should 
arrange this through customs, and market your cause to increase 
sales. These can be sold at various flea markets, Saturday Market, 
fairs, expos, and traffic jams! This theme is particularly 
relevant to AMIGOS, since this organization's name conveys a "south 
of the border" image. Selling objects that support your group's 
name, logo, or cause enhances your image in the public's eye. 
Speaker Series Presentations 
Many social service organizations, small and 1 arge businesses, 
civic and religious groups may be interested in your organization's 
activities. It is your responsibility to contact these groups to 
let them know you are available to give a presentation. This is an 
excellent way to sharpen your professional public speaking skills, 
raise awareness about your group's cause, and gain greater donor 
support. 
Social Service Organizations: 
Several social service groups are active in most communities, and 
should be "net-worked" and cultivated as a common practice. Each 
parent club has its own unique goals, and its many affiliations 
commonly "cross talk." Continuity and courtesy are a must for your 
speakers series; what is said at one meeting may spread like wild-
fire throughout all the related groups. 
Certain groups also have a strong rivalry between them, notably the 
Lions and Rotary Clubs, and great care should be taken when 
comparing them. This rivalry can range from a friendly competitive 
spirit--which may be worked to your advantage by challenging each 
to "out fund" the other in your cause--to a fierce jealousy or 
disdain, in which case you're better off never mentioning the 
other. You never really know what to expect from any one 
particular group, so it is best to be well versed in the parent 
club's purpose and goals, and plan on orienting your talk around 
these. 
The following is a partial list of some social service 
organizations that may be interested in funding a local, student 
optometry project: 
Lions Club 
Elks 
Moose Lodge 
Consult your local 
service clubs. 
Rotary Club 
Kiwanis 
Jaycees 
Chamber of Commerce for a full 1 ist of area 
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NOTE: Try to get the official handbook for each of these groups. 
It will give you a complete listing of the goals and purpose of the 
parent organization, plus listing the names and addresses of all the 
local clubs and their officers. 
Lions Clubs are especial! y important to a volunteer optometric 
group because of their Sight and Hearing Foundation. There is the 
potential for securing a "major gift" contribution, especially when 
the state's chapter is properly cultivated. They are also actively 
engaged in collecting used glasses for various eye care missions 
throughout the world, and can be used as a major source for 
collecting used glasses for your library. 
Social service clubs were established to help fund projects that 
would help their local community. In fact, they are often looking 
for worthwhile causes to support! Present your group's cause well 
and you may find solid supporters for years to come. 
Small Businesses: 
Small businesses in a local community may be coerced into gathering 
together for a luncheon meeting to hear you speak about your group. 
This is an excellent opportunity to gain many new and valuable 
supporters. Usually, you are best to solicit in-kind gifts from 
small businesses that you can later use for raffle prizes, for 
resale, or for your group projects. 
Large Businesses: 
A presentation within a 1 arge business is an excellent way to 
promote matching corporate grants. If you can draw the leadership 
and work force within a large corporation to support your cause, 
the sum total may equate to a "major gift." 
Civic and Religious Groups: 
There exists within many communi ties various groups that have 
gathered for a particular cause or out of simi 1 ari ty . These 
include women's groups, hunting clubs, church clubs, environmental 
groups, and a host of others. If an individual you meet belongs to 
such a club, and you properly market your optometry concerns, you 
may be asked to be a guest speaker or can perhaps persuade them to 
include you on their list. 
If properly cultivated, you may not only gain new donors from these 
groups-- but additional volunteers as well. How many widowed or 
bored retirees would love to help volunteer their time to your 
cause if you could just give them something important to do, like 
verify glasses? 
Making a Presentation: 
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It usually takes me about three weeks to prepare a good impromptu 
speech (Osborne, 1990). 
Preparing a good presentation takes time and effort. Rarely does 
public speaking come naturally, and we all must expect a little 
anxiety at first. A presentation is a very powerful fundraising 
tool that should be promoted and utilized as much as possible. It 
is a much more personal and persuasive device than contacting 
people by telephone or mail, and can be used as a marketing, 
educational, or soliciting device for groups as well as 
individuals. 
The best presentations offer much more than a simple one-sided 
lecture. They include group interaction, dynamic verbal and non-
verbal communications, visual aids such as projected slides, charts 
and props, and a question and answer discussion at the end. 
Most presentations should be between 15-30 minutes in 1 ength, 
allowing for proper discussion afterward. Projected slides are a 
stimulating addition, for research indicates that people are up to 
43% more likely to be persuaded by presenters who use visuals 
(Osborne 23). When presenting slides, keep an up-beat pace 
throughout most of your photos, and pause to give greater emphasis 
to others. If you allow only 3-6 seconds between each slide, you 
can easily cover the full range necessary to present your foreign 
vision care clinics. 
Expect people to retain about 10% of what you present. Organize 
your presentations to repeat central themes and do not drown your 
audience in detai 1 s. Use the opening to catch your audience's 
attention, tell a heart warming story, offer a challenge, make a 
profound statement, or give a demonstration. Do what it takes to 
make you and your group's image memorable. Then present your 
purpose and the importance of gaining their financial support. Do 
this once in the beginning and later at the end, and use the body 
of your speech to support your cause. 
The best suggestions I can offer from my personal experience are 
simply: 
• Commit your opening to memory. 
• Be sincere. 
• Talk in a normal voice, don't try to be someone you're 
not. 
• Convey emotion through a personal story. 
• Speak, act, and dress professionally. 
• Practice your presentation prior to giving it. 
A "stranger on a plane" once suggested the use of a bare-bones 
outline with pictures and messages stamped around the borders when 
giving a presentation. These messages are reminders to "breath," 
"relax," "make-eye-contact," and to "pause-for-effect." 
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In no way should you ever read from a script. It is guaranteed to 
put your audience to sleep! Create an outline based on your 
group's "standard." In that way, what you will present will be 
personally relevant to you and internally consistent with the other 
presentations your group may offer. When using slides, often times 
you can let them "do the talking" by explaining the different 
images they portray as they evolve. If you use slides, be aware 
that if the equipment fails, you will always need to have a back-up 
plan. 
IDEA: Pass around a sign-up list to collect names and addresses of 
individuals who may wish to become more personally involved with 
your group. 
After you have completed your presentation, you will need to send 
a follow-up letter stating the purpose of your talk and requesting 
an official donation. This gives them something permanent for 
their records and another important reminder to fund your group! 
Speaker presentations are excellent means of cultivating groups. 
If a positive relationship is developed, you can expect them to 
fund more projects in the future. 
Individual Contributions 
Since individuals comprise between 80-90% of nonprofit's total 
source of income, each and every opportunity to approach a prospect 
as an individual should be taken. If you cannot solicit on a one-
to-one basis, solicit in group functions. If this is impractical, 
solicit by telephone. Finally, a letter of request may be used. 
Remember, the more personally you can solicit someone, the more 
persuasive you can be, and the greater chance you have of receiving 
the largest donation possible. 
Indi vidua 1 s with an interest in optometry, vis ion care, health 
care, or education in general , are a 11 strong prospects. 
Optometrists, opticians, yes, even ophthamologists, are potential 
donors. Arrange your clinics to include these vision care 
specialists and you may not only gain donations, but enlist their 
professional expertise. Representatives from optical companies, 
pharmecutical agencies, and contact lens laboratories are also good 
prospects. 
Special Events 
These are perhaps the most exciting ways to raise money, but also 
the most risky. It is easy to place too much time and money into 
a "miracle event" that may never work out. Yet, if the timing is 
right, and they are managed well, they can raise tremendous funds 
for your group. The following are a few events that may be used: 
Raffles 
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To organize a raffle you need an event that gathers many people 
together; such as a convention, trade-show, dinner, or a dance. 
Arrangements must be made to organize a booth or table, including 
decorations and promotional tools. Raffle tickets must also be 
handy, preferably with your optometry group's logo and the full 
name and address of each player. (This data can later be used to 
solicit further funds from a mail appeal.) Finally, prizes must be 
available that would be appropriate for your target population. 
Cases of wine, dinner gift certificates, vouchers for hairstyling, 
and a complimentary hotel stay are nice "general" gifts. Include 
your optometry translation guides, T-shirts, calendars, and other 
promotional i terns. Contact 1 ens trial fitting sets are another 
thought. Hopefully, many of these can be donated to your group as 
in-kind gifts from contact lens labs or local businesses. A raffle 
can be incorporated with nearly every other special event. 
Breakfast/Lunch/Dinner 
Bringing people together for a meal has always been an effective 
fundraiser. "200 people at a pancake breakfast can make a $1,000," 
a Lion's club member once told me. Try to get the faci 1 i ties 
donated along with your food, and enlist volunteers outside your 
immediate group whom you can later inspire to the cause of visual 
health projects. 
Dinners and 1 uncheons are effective, but more costly and time 
consuming. You can easily incorporate speaker presentations, group 
solicitations, benefits, dances, and kick-off-events with your 
meals. 
NOTE: Always have a guest book available so you can solicit your 
contacts in the future. 
Concert/Dances 
Enlisting a band to discount their time is a great idea for raising 
money, but be realistic; how much money does it take to hire a band 
at discount? How much do you need to charge for each ticket to 
cover your expenses? How many people can you reasonably expect to 
come at this price for a particular band? There are many variables 
that are involved in this kind of event, and it is very risky. 
However, it can work if the circumstances are right. 
A variation on this theme would be to host a "Battle of the Bands" 
concert. Audition sever a 1 1 oca 1 "garage bands" to compete (for 
free) towards a grand prize that you establish. With good media 
coverage, you can have hundreds of local bands knocking down your 
doors for this kind of exposure! 
Hiring a music service, renting a school's music system, or 
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borrowing a friend's sound system are less expensive alternatives 
to hosting a dance. This is also less exciting. The manager of an 
entertainment promotion agency once noted that the greatest profits 
from a typical concert or dance comes, not from the admission 
tickets, but from the "wet bar." Expect to offer a host bar 
consisting of a range of snacks and beverages (Santiesteban, 1991). 
Host a band/dance in line with your group's image and directed 
toward a target population. If your desired population is 
optometrists and optical company representatives, a more formal 
occasion is in order. If you host an event at your school, and 
your group has a Latin American theme, a good Mariache band will be 
a hit. 
If you plan on holding a special event outside ... always arrange for 
a backup plan if the weather does not cooperate! 
Campaign Kickoffs: 
Usually reserved for capital campaigns, kickoffs are sophisticated 
social events attended by both prospects and workers (Edles 138). 
Depending on the number of potential donors involved, these 
gatherings range from a banquet to a series of cocktail parties. 
Usually, your organization picks up the tab, and no solicitation 
takes place at the event. There are several purposes for holding 
these events (Edles 139): 
• To bring a capital funding project to the attention of 
influential and affluent member of the community. 
• To provide a sense of urgency for funding a project. 
• To make prospects aware of when they will be solicited . 
• To conclude a cultivation program. 
• To inspire workers and give them deadlines. 
Two converging plans are brought together at this occasion: 
volunteers become organized into committees and solicitation teams, 
and prospects become excited about the campaign effort. This event 
can be considered a success even if attendance is only at 25% of 
the total invited, since your advertisements wi 11 make the rest 
aware of your project and of the importance of their support. 
Immediately following the 
are sent to all prospects. 
peer to peer prospects to 
solicitation appointments. 
Functions 
kickoff, a letter and campaign brochure 
A campaign committee can then designate 
each worker who follows by calling for 
A function is a "big gift" fundraising event, such as a luncheon, 
dinner, or cocktail party where invited prospects will be solicited 
as a group. No tickets are sold, and all gifts are expected from 
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large mass solicitation techniques (Edles 146). Each individual 
comes to these events aware that they will be solicited. 
Functions rely on inspirational formats and group dynamics to 
stimulate giving, and several may be held during the course of a 
drive. Edles offers these ground rules (147): 
• The persons invited must be highly supportive. 
• They must realize that fundraising will take place at 
the event. 
• The group solicitator is well respected and inspiring. 
• At least one-third have already made significant 
donations and are prepared to announce them at the 
event. 
There are three variations to this theme: 
1. Calling the names of individual prospects: 
This is the most successful way to solicit funds, and begins 
with the group solicitor calling names in a carefully chosen 
sequence that starts with several known donors who have 
provided the largest contributions (Edles 148). This uses a 
"follow-the-leader" approach to fundraising. 
2. Calling for gift announcements: 
This method leaves it up to the prospects to announce their 
gifts, and as before, it is the responsibility of the leading 
responders to set an example. This method lacks control over 
who announces their gifts, and in what order (Edles 149), and 
is not expected to produce the same results as number 1. 
3. Announcements from pledge cards: 
At the end of a function, prospects are asked to write down 
their donation on pledge cards. These cards can either be 
delivered to the microphone to be announced or collected in 
mass by table captains (Edles 149). Giving prospects the 
opportunity to fill out pledge cards is a less forceful method 
than either of the previous, and is the least preferred. 
Benefits: 
Due to the high costs and time demands, a benefit should be last on 
the long list of fundraising methods. These are far more risky and 
less profitable than functions, and must be planned with greater 
care. 
Benefits are social events to help fund a project where gift income 
is received before the event is held. Expenses are high, and 
benefits must be heavily underwritten to be profitable. Donations 
are most often in the form of ticket sales and are the same for 
each contribution, and do not approach the possibility of function 
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gifts. Usually one benefit can be held each year as part of an 
annual appeal (Edles 146). 
Ad Books 
Ad books are usually one element within a special event such as a 
benefit. They raise money from businesses and corporations by 
selling them advertising space in a booklet, program, menu, or any 
other printed item (Klien 113). 
Ads can be sold by dimension in inches or by the number of words. 
Klien gives an example of how display ads may be sold (114): 
Full page $200 
1/2 page 100 
1/4 page 50 
1/8 page 25 
After soliciting ads, thank each business by sending them a copy of 
your completed program. 
Membership Fees 
Money can be raised by collecting membership dues. This allows 
funds to be available for small projects that can be spent for the 
groups expense: i.e., team T-shirts, or a group party. Not a big 
fundraiser, but it gives a great opportunity to collect an official 
membership list. This is also important for a student optometry 
group because it tends to make its members more committed. 
Sunglasses Sale 
A val unteer optometry group may be the beneficiary of a large 
amount of goods, such as sunglasses, as a gift in-kind from an 
optical company. These can be used in foreign clinics or to be 
sold locally for a profit. Arranging a booth in a frequented 
location for a few days is one way these can be sold. 
Fees-For-Service 
Fees can be collected for services such as a car wash, seminar 
fees, a prearranged public speaking service, or even for exam fees 
in foreign clinics. The last example is feasible because most 
people will want to pay a token fee for your service for the sake 
of their pride and dignity. Offering glasses for free tends to 
make the patient less appreciative of the care they have received, 
and a fee for service encourages greater care to be given the 
glasses. 
Payroll Deduction Programs 
20 
This method raises money by having an employee specify how much 
money they want to give per pay period, and the amount is deducted 
from their wages. On a quarterly basis the employer sends the 
collected money to the organization (Klien 109). 
United Way of America 
A federation of United Ways around the country supports direct 
service organizations and groups providing health education. The 
application process is long and tedious, but usually a sizeable 
amount of money can be counted on from year to year. A group must 
reapply each year and allocations change. A major disadvantage is 
that organizations supported are not all owed to do their own 
fundraising from September to November when United Way conducts its 
payroll solicitation (Klien 110). 
IDEA: It may be possible for a volunteer optometry group to 
separate its local clinics from their foreign clinics, and fundraise 
for each as a separate entity. In this way, merging with United Way 
may become valuable and less restrictive. 
Canvassing 
This fundraising technique involves going door-to-door seeking 
contributions. An organization must have a well organized team 
ready and willing to saturate a local area in an orderly and wise 
fashion. This method is used primarily to solicit small gifts. 
Edles suggests carrying organizational identification so prospects 
know that you represent a reputable nonprofit group (193). 
Important information would be an ID card, campaign literature, and 
even a copy of your organization's IRS statement assigning SOI 
(C)(3) status. Labor intensive projects like this may be 
unreasonable when compared to the time demands of professional 
students, but can be reasonably handled if outside supporters can 
be enlisted. 
Phone-A-Thon 
Telephone appeals involve a team of volunteers calling people to 
support your cause as a donor. This is a very successful way to 
produce small gifts when handled properly. 
Since the worker's voice is their tool, it's very important to be 
aware of its vocal delivery. It's best to give a training session 
before this program begins. To help prevent the listener's 
attention from wandering, its important to be as energetic as 
possible. Using an outline over a script will help keep the 
delivery more spontaneous and dynamic. 
Edles suggests calling prospects during weekends since more of them 
will be home. He recommends two shifts beginning at 11:00 a.m. and 
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ending at 5:30 p.m. If you have to phone at night, he suggests 
calling between 7:00p.m. and 9:00p.m. (198). 
Estimate about 25 calls per worker during a two and a half hour 
period. With this figure you cam project how many workers would be 
needed for a set number of prospects and phone lines, and how many 
sessions would be needed to complete the task. Expect two extra 
sessions for call-backs and pledge completions (199). 
Grant Writing 
Grant writing is a process used to solicit foundations. 
important tool in 1 arge fundraising campaigns, and 
solicit sizable gifts. Foundations are: 
This is an 
is used to 
"non-governmental, nonprofit organizations with funds managed by 
trustees or directors, which are established to aid social, 
educational, charitable, religious, or other activities serving the 
common welfare, primarily through the making of grants" to tax-
exempt, nonprofit organizations, according to the Foundation Center. 
According to the Guide to Oregon Foundations(8): 
Foundations usually hold their assets in a block reserve which is 
most often in the form of investments in stocks and bonds. These 
( 11 d h " ") d . I . 11 assets ca e t e corpus , pro uce 1.ncome. t 1.s usua y a 
portion of this income that is distributed as grants each year. 
It is noted that foundations usually are more willing to fund 
special projects or programs than general operating expenses, and 
that they prefer to build short-term relationships (9). To make 
the most use out of soliciting foundations, you should develop 
relationships with a number of them. 
Learn as much as possible about any grantmaking agency you plan to 
approach for funding. Every grantmaking foundation has its own 
interests and priorities. Your goal should be to match your 
organization's purpose and funding needs with the foundation's 
giving interests. When doing your research, the Guide to Oregon 
Foundations, suggests looking for foundations (11): 
• With a record of awarding grants to organizations like your 
own. 
• That give in your geographic location. 
• That awards grants in the amount that fits your needs. 
There are numerous types of f ounda ti ons, each with their own 
priorities and requirements. When seeking grant approval, contact 
the foundation for proper details. Source materials are available 
in most university libraries giving a complete listing of all 
available grants. 
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NOTE: Foundation's can be cultivated like individuals. Communicate 
with the foundation's directors and develop positive relationships 
with them. 
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THE DIRECT HAIL APPEAL 
A direct mail appeal can be a very effective technique in funding 
a nonprofit student optometric organization. This method is 
commonly used to solicit anywhere from a few people to several 
thousand at a time, and is extremely practical in the sense that 
the production costs are small. Only a few individuals are needed 
to run the operation, and once mastered, the time demands are 
minimal. Used properly, a direct mail appeal can have tremendous 
results. 
Writing 1 etters in itself is not the most effective means of 
solicitation. In fact, it is perhaps the most impersonal method of 
fundraising. However, when used along with other methods such as 
a personal interview, a group presentation, a special event, or a 
phone call, a letter of request results in much greater success. 
Letters are best sent to inform individuals about your group and 
its cause prior to soliciting them personally, or as a follow up to 
a more persuasive method. In a full-scale fundraising campaign, 
letter writing is saved to solicit small gifts towards the end, 
only after more personal and successful techniques have first been 
employed. 
To expect the greatest return from a mail appeal one must approach 
it in an orderly and scientific manner. Basic strategies have 
evolved out of years of experience and research, and following 
proven principles and techniques will help produce better results 
over time. Six e 1 ements are proposed by L. Peter Edl es in 
Fundraising as essential basics to a mail appeal (228): 
1. Mail solicitation is an ongoing component of annual giving 
programs. In capital campaigning, 1 et ter writing is a tool 
for wrapping up an appeal. 
2. Properly run mail appeals focus equally on retaining and 
upgrading present small gift contributions while discovering 
and cultivating new prospects to make up for donors lost to 
attrition and to enlarge the donor pool. 
3. Donors don't come free. Plan to spend from $1.25 to $1.50 
for each initial dollar raised. 
4. Mail programs are a long-term proposition--instant 
financial rewards are a rarity. 
5. Be clear who you designate as a donor and whom you label a 
prospect. Get used to thinking in three distinct groups: 
current donors, past donor prospects, and other prospects. 
6. Some prospects have more interest in and knowledge about an 
organization than others. Cultivated potential donors are 
first approached because they represent the highest rate of 
return. 
A proper! y writ ten request also serves as a powerful marketing 
tool. A good proposal conveys a professional image and often leads 
to future fundraising opportunities. However, poorly writ ten 
letters may not have as much success, and may even harm future 
solicitation efforts. A mail appeal can bring tremendous exposure 
to your organization, and it is very important that great care goes 
into writing the best proposal possible. Sending a 1 et ter of 
request right to an individual's home not only helps insure that 
potential donors have all the information needed to make a 
contribution, but once again reminds your prospects about your 
group and its needs. 
There are many different ways to approach a mail appeal, dependent 
on the project being funded as well as the target population. It 
is a good idea to take time to learn as much as possible about your 
target population prior to writing a request. This will help make 
your letters a little more personal and relevant for your readers, 
and addressing their interests is the surest way of promoting their 
involvement. 
THE MAIL APPEAL PACKAGE 
A mail appeal consists of a three part package that includes: 
• A letter 
• An enclosure 
• An envelope 
The mail appeal package is organized in a certain way in terms of 
structure, writing style, and offers made. Each part of the 
package compliments the other, and works together to bring about 
the best response. 
The Mail Appeal Letter 
This is the most crucial part of the mail appeal package. Your 
letter informs the reader about the organization you represent, the 
project needing funding, and the importance of funding your cause. 
When writing a direct mail appeal, there are a few important rules 
to consider: 
Rule 1: 
Rule 2: 
Rule 3: 
You will not raise any money unless you present a 
request. Poorly written requests raise more money 
than no requests at all. 
The letter should be as long as it needs to be to 
tell the story. Keeping the letter to one page is 
usually best, but there is no ideal length. Large 
direct mail studies have shown that longer letters 
sometimes have even a greater response (Klien 52). 
Write for the sake of the reader. We are trying to 
promote a favorable reaction from our benefactors 
and convince them to donate to our cause, not win a 
debate. Therefore: 
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Rule 4: 
• Write in plain English: slang and improper use of 
the English language may offend certain 
readers. Be direct and open about what you 
are trying to say without relying on fancy 
words and technical jargon. 
• Keep it Simple Stupid (KISS): assume people have 
short attention spans. All sentences need to 
be short enough to be read within 6-15 seconds 
or else the reader will lose interest (Klien 
52). 
• Stick to central themes: don't try to justify 
every facet of your organization. Also, ask 
for a contribution at least twice in each 
letter. Repetition of a request helps remind 
the reader about the purpose of the 1 et ter 
(Edles 231). 
• Make the reader feel involved and needed: include 
language that draws the reader into your 
1 et ter. Make your 1 et ter talk to readers, 
rather than at them. The following are some 
examples proposed by Ms. Klien in Fundraising 
for Social Change (52): 
As you may have read ... 
As you are aware ... 
Because you share our concern for ... 
People like you ... 
• Contributors often react favorably to a letter 
mentioning what they previously gave. 
• Add the personal touch: people want to hear about 
people helping people, so tell them a personal 
story. Too many facts and figures distract 
from the personal. 
People read the letter in a certain order, and not 
always from start to finish. It helps to put the 
most relevant information where people read the 
most. 
• People often read the salutation and opening 
paragraph first (Klien 52). This is the place 
you want to flatter the reader, tell a heart 
warming story, or both. In any case, be sincere 
and set a positive tone. 
• The closing paragraph is often read second 
(Klien 54). This is a good place to tell the 
reader the amount of your request and the 
benefits of giving. This should be kept short. 
For example: 
A gift of $20 from you today 
will help us reach 200 people 
later this March. Your gift is 
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Rule 5: 
Rule 6: 
Rule 7: 
Rule 8: 
Rule 9: 
Rule 10: 
a critical part of our efforts 
to insure that adequate vision 
care is given to those less 
fortunate than ourselves. 
• The postscript is usually the final sentence that 
people read (Klien 52). It can also be used to 
tell a story or flatter the reader, but is most 
often used to suggest action: i.e., Join today. Your 
gift now is more important than ever. 
• The body of the letter is the place to tell your 
history, discuss plans, tell more stories, give 
statistics, and list accomplishments (Klien 55). 
Don't be limited to straight text paragraphing. 
Add pictures, tables, and other forms of 
indentation when appropriate. 
Edles offers this example as one that portrays both 
a verbal and pictographic message (238). 
The letter should be pleasing to look at. The page 
should contain a lot of white space, wide margins, 
and creative headings. Break up paragraphs so that 
each is no more than two or three sentences long, 
and don't follow a repetitive format. 
Describe the people who will be supported, and 
mention how the prospect may benefit. 
Give specific gift requests for specific reasons. 
State that gifts are tax deductible. This ~sa 
must for new prospects. 
Always check for spelling and grammatical errors. 
One typographical error can change the meaning of a 
sentence and create a bad impression of your 
group's work. Use Spell check on a computer, and 
always have another person proofread your letter! 
Do not be afraid to revise or rewrite a letter. 
This is an expected part of writing, especially 
when the same letter may be sent to thousands of 
people. 
Always sign the letter. Who actually signs is not 
that important, but having a signature gives a much 
more personal touch. Avoid more than two 
signatures, it will make your letter look like a 
petition! 
Developing Effective Writing Strategies: 
Often the message we want to present is weighed against our writing 
style. Good writing helps prevent our message from getting lost 
and projects a professional image. Here are a few simple 
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suggestions: 
• Be concise 
• Make your writing enjoyable to read 
• Get to the point early 
• Make definite assertions 
• Be courteous 
• Be positive 
As Strunk and White present in The Elements of Style(23): 
Vigorous writing is conc1se. A sentence should contain no 
unnecessary words, a paragraph no unnecessary sentences.... This 
requires not that the writer make all his sentences short, or that 
he avoid all detail and treat his subjects only in outline, but that 
every word tell. 
You can almost always say the same thing in fewer words. Sentences 
that run on and on do little to captivate the reader, and may even 
prevent the proposal from being read! Omitting needless words 
helps develop short, crisp sentences and paragraphs, and makes for 
a proposal that flows. 
Writing vs. Typing: The Professional Image 
The most effective mail appeals are those which are highly personal 
in content and style, and also convey a professional image. While 
a typed letter is more professional in appearance, it is not as 
personal as one that is hand-written. A letter is inherently an 
impersonal, one-sided form of communication, and hand-writing 
1 etters is a common practiced method used to bridge this gap. 
Though highly impractical on a large scale, writing a letter by 
hand is a good alternative to show your valued prospects that "you 
care," and should be common practice with your large gift 
benefactors. Hand-writing post-scripts is another alternative to 
greater personalized typed letters. In all cases, a hand-written 
letter must be clearly legible. 
Mail Appeal Enclosures 
An enclosure is anything put inside your envelope along with your 
letter. It can be a special events announcement, your brochure, a 
news 1 et ter I ret urn enve 1 ope, press c 1 ipping, a survey I a 
picture ... just about anything. Enclosures are optional but tend to 
do a lot for enhancing your professional image. Be wary of the 
price of enclosures. Only use a brochure or other publication if 
it greatly strengthens your case or will increase response, 
otherwise an enclosure won't be worth the cost. 
NOTE: Stud i es show that responses are markedly increased when a 
self-addresses envelope is enclosed (Klien 56). 
The Outside Envelope 
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The best way to personalize a letter is to hand write the name and 
addresses for each person. But this can be very time consuming for 
large mail appeals, and does not always convey the professional 
image you may want. The next most personal way is to type your 
addresses. This is perhaps the best technique to use if you have 
a good computer printer and the time to hand-feed all the letters. 
Mailing labels are an easier means of addressing a large mail 
order, and make the process much more manageable for smaller size 
groups. 
Use hand-written envelopes instead of labels for high-priority 
prospects. 
Final Comments: 
• Put your return address on each component of your mail 
appeal package. This way, if someone loses the envelope 
they still have a means of finding you. This can easily be 
placed in combination with your logo. 
• Use a letterhead with your logo and slogan for all 
correspondence. It's an excellent way to develop visual 
recognition for your group. 
• Be sure that the envelope and paper color do not clash. 
Using matching paper conveys a consistent, professional 
image. 
• Use an off-white, heavier grained paper. The added texture 
will enhance the visual appearance. 
• Fold your letter so that the writing is on the outside. 
This is standard for most professional mailings (Klien 54). 
Take pride in your mail package. It is one more way you can make 
the public aware of how exceptional your organization is. 
THE MAIL APPEAL REQUEST 
The objective of a mail appeal request 
benefactors to make donations to your group. 
categories of donations: 
• Cash donations 
• In-kind gifts 
Cash Donations 
is to ask potential 
There are two general 
Asking for cash donations is an excellent way of raising money! In 
fact, it is the foundation for any fundraising strategy. To be 
most effective in raising cash donations, it is important to let 
your donors know: 
• What their donations will be used for 
• How much money is expected of them 
Direct Program Funding vs. General Funding: 
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A request for money is best received when the prospective donor 
knows where their donation is going. Soliciting for a specific 
project often has more appeal and success than simply asking for 
general funding. These funds are named Designated Gifts/Restricted 
Gifts, and are the foundation of capital campaigns (14)FR. 
Requests for general funding, or Undesignated/Unrestricted Gifts, 
can also be successful when the groups cause can be perceived as a 
goal. These gifts are the lifeblood of annual campaigns. 
Requests For Specific Dollar Amount vs. Giving Categories: 
Giving donors a request for an approximate dollar amount is a 
general courtesy that lets them know what you expect of them. Two 
methods for setting giving categories are recommended, and their 
pros and cons are addressed: 
1. Requesting a specific dollar amount: 
• Pros: 
• Cons: 
This method 
purpose by 
amount. 
reflects single mindedness of 
asking for a specific dollar 
This method may exclude small-budget groups 
from donating when your request is beyond 
their means. This may also prevent large-
budget groups from making 1 arger donations 
than they might otherwise have made. A good 
compromise might be to end your request with a 
statement such as: " ... any contribution you 
can make would help tremendously!" 
2 . Establishing giving categories: 
• Pros : 
4t 
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This technique gives the donor the opportunity 
to donate money by choosing from one of 
several giving categories. This allows for 
greater variance in the amount donated, and is 
better adapted for groups with a variety of 
budgets. Have different categories with set 
amounts followed by one write-in . These can 
be associated with different donor status or 
with different fundraising needs. For 
e xample: 
Gift s Title Gi f t Amt. Priority 
) Honora ry Advisor 
) Honorary Member 
) Friend 
) Benefa ctor 
) Supporter 
$300+ 
$200 
$100 
$50 
$25 
Mega Donor 
Major Donor 
Large Donor 
Basic Donor 
Small Donor 
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HINT: Put the higher donor categories first, and personalize 
each for each request/project. 
• Cons: If given the opportunity, most people will donate 
below their giving potential. 
There is no secret to setting the ideal request; trial-and-error 
and experience are your best guides. 
In-Kind Gifts 
This is another form of donation that is used by nonprofit 
organizations. This method requests that services or materials be 
given instead of money. A volunteer optometry organization relies 
on in-kind gifts for donations of used eyeglasses, pharmaceuticals, 
and medical equipment. These gifts work best for donors who have 
a surplus of supplies and are in need of tax write-offs. 
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BULK MAIL RATING 
Bulk mailing is an essential component of any advanced fundraising 
campaign. Broken down into a few simple steps, the bulk mailing 
process can be easy and fun, especially when delegated to someone 
else! The purpose of previously sorting a mail appeal has been to 
prepare for this step, which allows for a more affordable means of 
mailing to a large number of people. 
In short: 
• Bulk mail must be presorted by ZIP code 
• A special permit from the Postal Service is required 
• 200 or more identical pieces of mail are necessary 
• Costs approximately 75% less per piece than normal rates 
According to the Third-Class Mail Preparations manual: 
• Bulk mail includes third-class mail, bound printed matter, 
and small parcels weighing less than 16 ounces (6). 
• Materials must contain a general message aimed at all who 
receive it, rather than a personal message aimed at a 
particular individual (6). 
• There are no bulk rates for mailing printed matter to 
foreign countries (6). 
• There is an annual fee for bulk third-class mail, which 
enables you to mail at a single post office for 12 months 
(7). For AMIGOS, this is covered by Pacific University. 
• Each third-class bulk mailing must consist of a minimum of 
200 pieces or 50 pounds (7). 
• All pieces in the mailing must belong to the same processing 
category; i.e., they must all be letters, flats, or 
machinable parcels (7). 
Note: Letters are considered pieces between 3 1/2"x5" 
and 6 1/ 8"x11 1/2" in size, and between .007 and 1/ 4" 
thick. Flats exceed these dimensions, but are less than 
15" long, 12" high, and 3/4" thick. For information on 
parcels consult your local post office. 
• Bulk mail must be deposited during operating hours at the 
post office where your permit is held (7). 
• Bulk mail must include a properly completed and signed 
mailing statement, available from your local post office. 
NOTE: If you require more than one drop to complete a 
mailing, a separate, complete mailing s tatement must 
accompany each drop (7). 
• Materials mailed at regular bulk rates must be properly 
prepared according to the applicable packaging and sacking 
regulations. 
Regular Bulk Rates vs. Special Third-Class (Nonprofit Status): 
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There are different regulations for bulk business rates and for 
those with nonprofit status. Currently, a business bulk mail 
permit costs $150. Fortunately, AMIGOS falls under the nonprofit 
status of Pacific University and does not need to pay a permit fee. 
Important points to remember: 
• A qualified nonprofit organization must be issued a special 
rate authorization by the Postal Service (20). 
• An authorized nonprofit organization can mail only its own 
material at the special bulk rates (20). 
• Each mailing piece must bear the complete name and address 
of the authorized nonprofit holder exactly as shonw on the 
authorization form. 
• The post office will spot check your bulk mailing and return 
it to you if it is not properly prepared. 
Ways to Save Money 
The amount of postage paid on a bulk mailing is based on the weight 
of the items and the level of sorting performed by the post office. 
The shape, size, and weight of each piece affects the cost of 
postage. In general, larger and heavier pieces cost more to 
process. According to the Preparations manual: 
• Weight determines if the bulk mailing will be mailed at 
"minimum per piece" :rates or at "per pound :rates (22) ." 
• "Minimum per piece" mail weighs up to approximately 3.3 
ounces per piece. Up to this cut off point, weight does not 
affect the amount of postage paid (22). 
• "Pound Rate Mail" consist of a "percentage charge" of all 
the pieces mailed plus a "per pound" charge which increases 
with the weight of the piece (22). 
We can also save money by doing some of the work that would 
otherwise be done by the Post Office. The more work we do, the 
more we s av e . The r e are several :rates avai 1 able based on the 
amount of mail presorted. The two rates that will mostly be used 
by AMIGOS are called Basic Presort and 3/5 presort. 
Preparing Your Mail: 
A mail package i s a group of presorted letters (or flats) that are 
secured together in a single unit. Supplies needed for preparing 
a mail package can be found at your local post office . 
General instructions: 
• Seal all envelopes (consult with your local post office, 
some may :request they remain unsealed for postal 
inspection) . 
• Face all addresses in the same direction. 
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• Secure packages with wide rubber bands. 
Recommended methods: 
1. Place one rubber band around the girth of packages up 
to one inch in thickness. 
2. Place two rubber bands, one around the length and one 
around the girth, for packages between one and four 
inches thick. Always band lengthwise first, then 
around the girth (30). 
• Four inch packages are preferred and no package may be more 
than six inches thick. 
Basic and 3/5 Presort Rate Packaging Requirements: 
Basic and 3/5 presort are two different rates that use the same 
sorting sequence. When there are at least 125 pieces or 15 pounds 
sorted into the same 5-digi t or 3-digi t ZIP codes, this mai 1 
qualifies for what is called the 3/5 presort rate. This offers the 
cheapest rate but requires the most sorting to be done. The 
remaining mail falls into the basic presort rate. 
Packaging Procedure: 
1. 5-Digit packages: 
When there are 10 or more pieces to the same 5-digit ZIP 
code, they must be banded into packages. Place a red "D" 
label (from the post office) below and to the left of the 
address on the top piece of each package (35). 
2. 3-Digit packages: 
As above, but use a green "3" label. 
3. State packages: 
As above, but use an orange "5" label. 
4. Mixed states package: 
At this time, if you have several states remaining, with 
less than 10 pieces for any one state, package the pieces 
for the different states together. This package must 
contain mail for at least two states and is marked with 
a tam "MS" label. 
Sacking and Labeling Requirements : 
Sacking is the term used when packages of mail are combined into 
groups destined for the same area of distribution. 
According to the Preparations manual: 
• A sack of bulk mail must contain at least 125 pieces or 15 
pounds of mail (31). 
• The maximum allowable limit is 70 pounds per sack (31). 
• The contents and destination of each sack are described by 
means of a sack label. 
• The sack label must be clearly printed in capital letters on 
three distinct and separate lines: 
34 
The first line indicates the area of destination for sacks sorted 
into 5-code ZIPs, 3-code ZIPs, or state categories. If they were 
sorted into 5 and 3-code ZIPs, this line includes the desired city, 
state abbreviation, and 5 or 3-code ZIP code: 
Label with 5-digit ZIP Label with 3-digit ZIP 
Labels addressed to a particular state use the Distribution Center 
from the state of origin as the destination address (see post 
office for details). Sacks filled with packages sorted into mixed 
states have "MXD" followed by this address. 
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Label sorted by State Label sorted for Mixed States 
The second line indicates the bulk mai 1 ing class (i.e. third 
class="3C") followed by the processing category ("LTRS" or "FLTS") 
for either letters or flats. State sacks also include the state 
abbreviation for the state destination. Mixed state sacks use 
"MXCSTATES" instead of the state abbreviation. 
The third line includes the city and state for the local office of 
mailing. 
Basic and 3/5 Presort Rate Sacking and Labeling Requirements : 
Labeling procedures: 
1. 5-Digit sacks: 
If you have 125 or more pieces (15 lbs) packaged to the 
same ZIP code, you must sack them together and label for 
that 5-digit ZIP code. After making all the 5-digit 
sacks you can, go to the next step. 
2. 3-Digit sacks: 
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As above, but use the first 3-digits of the ZIP code. 
This sack may contain both red "D" (5-digit) and green 
"3" ( 3-digi t) packages. 5 and 3-digi t sacks are e 1 ibibl e 
for the 3/5 presort rate. 
3. State sacks: 
Address to your destination's State Distribution Center 
and include the state abbreviation on the second line. 
A state sack may be your last sorting category and 
therefore contain fewer than 125 pieces. 
4. Mixed States sacks: 
The final sorting category. Used when there are fewer 
than 125 pieces per state, but packages to more than one 
state. It is possible to have 5-digit direct (D), 3-
digit (3), state (S), and mixed state (MS) packages in 
each mixed state sack. All state and mixed state sacks 
are mailed at the basic rate. 
In summary, going about a mail appeal is like gambling. You never 
know how successful any particular appeal may be until after it has 
been tried. You project success based on calculated risks, but 
there is never any guarantee. As each new mail appeal comes and 
goes, you try to out do the previous. First you may try the 
"tried-and-true", and then on to something new. It's a game of 
probability, and all you can do is try your best. 
There is always variability in fundraising by mail. There is no 
magical dollar amount to solicit, no iron-clad set of categories, 
and no guarantee of return--only general trends. Every fundraiser 
must find their own system that is applicable to their 
organization, and analyze this data to make accurate projections. 
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CONCLUSION 
Planning a volunteer optometry clinic can be a very 1 ong and 
tedious process, and can easily overwhelm the most talented 
individuals. Add to this the demands of fundraising, and you can 
quickly realize why groups like AMIGOS have usually had limited 
success. Dedicated leadership willing to spend countless hours, 
day after day, week after week--planning, organizing, networking, 
fundraising--cannot always be counted on. Someday, the burden of 
maintaining a large volunteer optometric service will be too great, 
and few student 1 eaders wi 11 come forth. "I don't have enough time 
to organize a trip," they may say. "And I wouldn't know how to 
start. Besides, where am I to get the kind of money that it takes 
to travel? I'm a student, I can barely afford to eat!" 
Unfortunately, having an efficiently packaged handbook may someday 
not be enough. As the demands of a professional optometric 
education increase, the time avai 1 able to coordinate volunteer 
projects will decrease. It is therefore hoped that the thesis I 
have prepared will serve as a stepping stone for future AMIGOS 
leaders, so that their efforts, and the collective efforts of all 
those who support them, may someday come together to execute a 
full-scale fundraising campaign. As long as one student is unable 
to participate on an AMIGOS project because of a lack of funds, the 
goal of fundraising is not complete. We cannot always expect to 
have dynamic, successful, and dedicated leadership. Someday, all 
that has been built may fade away, as had the work of so many 
groups before. In an attempt to pass on to future optometry 
students the most rewarding optometric opportunity I myself was 
given, I offer my thesis as a resource, in the hopes that someday 
we may organize an AMIGOS fundraising campaign directed towards 
establishing a permanent Endowment Fund. In this way, future 
groups would no longer need to worry about who could and could not 
afford to participate in a foreign clinic . 
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